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Abstract  
 
The purpose of the study is to find out that how effective green marketing can be 
formulated and implemented for Pakistan and how companies, consumers and 
government can play their role in awareness, spreading and implementing green 
concept and strategies.  Our focus sample will be university students, students can be 
a good representation of certain niche, for example in Linköping students belongs to 
different parts of Sweden, similarly in Pakistan this is the case. For this purpose we 
distributed a questionnaire composed of 14 questions among a sample of 100 
consumers in both countries respectively. The study found that 82% Swedes are 
concerened towards environment, natural resources in comparison to 64% of 
Pakistani consumers. Moreover, the study reveals that 12% and 8% are deeply 
concerned respectivelly while 28% Pakistani consumers are disconcern towards 
environment as compared to 6% Swedes. The study also concluded that 54% of 
Swedes spend or would like to spend 1-5% of their income to buy environmentally 
friendly products/services, compared to 25 Pakistanis. Furthermore, the study shows 
that 17% Swedes showed interest on spending 6% or more while there was any 
Pakistani to pay more than 6%.  
 
 
 
 
 
 
 
Jan-June 2015,Vol 1, Issue 1, Journal of Management Research (JMR) 
 
10 
 
Introduction  
Green marketing got the attention and interest of researchers, practicing managers, 
and academician. Therefore, a hot debate has been starting regarding effective green 
management
1
 policy around the world.  According to Andrea (1990), our environment 
and society are directly being affecting with the reduction of resources and we are 
increasing this harm day by day. World Commission on Environment and 
Development (1987) reported that organizations should develop sustainable strategies 
to full fill the needs of current generation without having any compromise over 
coming generation future. Environmental concerned companies are now developing 
their business strategies to target environmental conscious customers and attract their 
attention.  They want to be a favourite in the customers‟ eyes because the consumers 
have the power to criticize companies if failed to protect environment. Companies 
like Honda, BMW, Patagonian, Timberland, practicing the same to follow customer 
demands (Sisodia, 2007). Lovins, (1999) stated that for companies to add value to 
their offerings, they should go for least resource utilization and should reduce waste 
and pollution as much as they can, to achieve level of sustainability in environmental 
context. 
Pirakatheeswari (2009) explained that in order to make your customers loyal, it is 
necessary to show them that you follow green business practices and you could reap 
more green on your bottom line. Green Marketing is not just a catchphrase but rather 
it's a marketing strategy that can help you to get more customers and make more 
money but only if you do it right.The author suggested the following factors that can 
make green marketing/management as effective. 
 Being genuine  
 Know your customer 
 Educating your customers:  
 Giving your customers an opportunity to participate 
                                                           
1 In this research the effectiveness is interpreted as how the green marketing/ management 
objectives are achieved and how the problems related to green objectives are solved to fulfil its 
purpose truly. In this research green marketing is related to companies and government, whereas for 
customers’ point of view it is considered as green management. At overall, the word ‘green 
management’ is referred as green marketing in this research. 
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A research survey conducted in Germany showed that environmental friendly 
consumers during shopping buy green products without spending much time, when 
the label with a message of green are more visible on the product, Hormuth (1999). 
Ellen et al. (1991) and Shrum et al. (1995) said that in variety of polls and surveys 
revealed that majority of Americans distrust advertising claims because these 
environmental campaigns are not particularly believable. 
Research Problems and Questions 
Green marketing is one of the hottest issues in the present time. Many studies have 
been made in this area for developed countries (Pride and Ferrell (1993), Polonsky 
(1994), Grant (2007), Soyoung & Yoo-Kyoung (2009), Keating (2005), Stephanie‟s et 
al., (2009), Anderson (2004), Hobsbawm (1975) and Smith, (2003). Industries in 
Asian countries are realizing the need for green marketing/management while taking 
inspiration from developed countries but still  there is a wide gap between their 
understanding and proper implementation, (Kumar, 2010). In the case of developing 
countries, there are some problems to implement eco-friendly product or services. M. 
Shamsuddoha, (2005) mentioned that Bangladeshi companies are not offering eco-
friendly product and services. There are no such environmental standards which 
should be followed by companies and can reduce the harms to environment. There is 
no such strict legal authority that can compare and differentiate non-environmental 
friendly with environmental friendly products. Bigger organizations who are mainly 
responsible to pollute the environment like chemical producers, dying and petroleum 
are misleading the authorities as well as media and providing fake fact and figures. 
Moreover, the study to find out answers to the following questions while keeping in 
mind Pakistan is our focus country.  
Q1. How can companies spread the word green marketing more 
effectively? 
Q2. How can consumers contribute to green living more effectively? 
Q3.How can government play their role in its implementation? 
Q4. To conduct an empirical study to analyze the effect of green marketing 
on consumer attitude and behaviour (Pakistani and Swedish consumers). 
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Objectives of the study: 
Generally, this study focus is to investigate how green marketing can be spread 
effectively and normalize in Pakistan. The specific objectives are below: 
1. To find out that how effective green marketing can be formulated and 
implemented for Pakistan and how companies, consumers and government can 
play their role in awareness, spreading and implementing green concept and 
strategies. 
2. To study Swedish and Pakistani consumers regarding their idea of the 
difference between the consumers of a developed and developing country. 
 
Literature Review: 
 
Companies Perspective 
Lyons (2008) talks about the new technology of Xerox green machines in which a 
paper can be recycled by re-using it which will erase the previous work through a 
heating system. To this new technology, they named as erasable papers. This can save 
millions of dollars of paper cost and thousands of acres of trees. The author further 
added that Xerox set up energy challenge to reduced their green house-gas emissions 
by 10 percent in 2012.  In India, the surf excel detergent advertised their message that 
washing with surf excel saves 2 bucket water daily, (Gyandeep, 2010). Shireen Deen 
(2002) gave example of Tyson chicken for promoting its products as “all natural” but 
in fact the company were treating its chickens with antibiotics. Similarly, Clairol was 
also one of the accused for false advertising. Gloud and Golob (1998) in their research 
has focused that heavy auto vehicle manufacturers are the major cause for creating 
pollution in the environment and are against the green concepts. 
Consumers’ Perspective 
The concept of green consumerism is part of consumer behaviour but in more 
responsible sense. Green consumerism is more focusing on young people, those who 
are sensible and having more awareness/knowledge about the society regarding the 
green product or green labels (Eco-Label, Swan Label, KRAV-Label and organic 
food label). Being green consumers, consumers should realize their responsibility 
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instead of feeling guilt at the end for what have been done already. (Autio and Wilska, 
2005). Consumers are more concerned about rational decision making, focusing on 
„right‟ and „good‟ consumption for society and individuals. Retailers like Wal-Mart 
Stores in the US have started to offer their own natural and organic product lines such 
as body scrub, face cleanser, lip balm and shampoo (Soyoung & Yoo-Kyoung, 2009). 
Majority of the companies are following the green objective formula, which is to 
change the life style of people to become greener. Companies are not targeting niche 
or upper class but utilizing green products/services is the duty of almost every 
consumer. (Grant, 2007). Torgler and García-Valiñas (2007) divided the consumer 
preferences in different categories i.e. gender, age, marital status, job status and 
occupation, in which part of the country he is living, education standard, their source 
of income etc. These all are very important factors to measure and teach the 
individuals in the regard of environment. Income issues limit their purchasing power 
to buy green product. 
Governmental Perspective  
According to Torgler and García-Valiñas (2007), government, political and 
institutional interest and awareness are the major factors towards Spanish people in 
environmental context in order to change their behaviour, attitude, norms.  
Government institutions have to handle both companies and consumers. They help 
general public in awareness and on the other hand, have an eye on companies‟ 
activities and set standards for them. Government also pressurize companies on 
environmental issues, just like German government had asked companies to change 
the requirements for their packaging (Sharma et al., 2009).  Gyandeep (2010) added 
that New Delhi, the India's capital was getting polluted gradually at a very fast pace, 
till Supreme Court of India forced a change of fuel on it. In 2002, a directive was 
issued to completely adopt CNG system (compressed natural gas) in all public 
transport vehicles to reduce pollution. According to a press release by Ministry of 
Environment Government of Pakistan, the federal minister Mr. Hameed Ullah Jan 
Afridi along with other parliamentarians and WWF observed Earth hour on 27
th
 
March, 2010. He said that along with an awareness message, this also shows global 
commitment towards energy conservation, climate change, global warming and 
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sustainable future. At that occasion, he lights of national assembly were switched off 
at 8:30 pm and candles were lightened then. Pakistan International Airlines, Pakistan 
Petroleum limited and Shell Pakistan also observed Earth hour that day. 
(http://www.moenv.gov.pk). 
Research Methodology 
 
Scientific Approaches: 
 
The study adopted different scientific approaches to purify this research. Scientific 
approaches in methodology are important part of research process. There are two 
types of approaches namely qualitative and quantitative. 
The definition of green marketing/management is quite known in developed countries 
instead of developing countries and we are going to make analysis from three 
different perspectives, which are government, companies, and consumers. Qualitative 
research is more focused on social sciences where the interpretations can help us to 
conclude our research and that can be different according to uniqueness of the 
situation or different circumstances (Remenyi et al., 1998). In this “Green” 
phenomenon, different kinds of intentions, actions and their reactions are 
involved/interpreted by human. As said by Denzin (1989:8) in Denzin & Lincoln 
(1994: 122), “In the world of human experience, there are only interpretations”. This 
research conducted through close-ended questionnaire, which were distributed 
between Pakistan students (developing countries context), and Swedish student 
(developed countries context). 
Data Collection Method 
 
The authors designed questionnaire and distributed among Swedish and Pakistani 
consumers. Due to shortage of time, only two hundred respondents were selected as a 
sample, 100 from Sweden and 100 from Pakistan. The age limit of student is around 
20 to 30 years. The reason for choosing them is that they were easily available and 
they answered wisely. In Sweden, the questionnaire will be distributed among 
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Linköping university students and in Pakistan; the questionnaire will be distributed 
among two major cities (Peshawar and Lahore).  
 
Our focus sample will be university students, students can be a good representation of 
certain niche, for example in Linköping students belongs to different parts of Sweden, 
similarly in Pakistan this is the case. 
For this purpose we distributed a questionnaire composed of 14 questions among a 
sample of 100 consumers in both countries respectively. Our target sample were 
students. To get variance in data, we distributed questionnaire among students from 
different departments. All the students were highgly educated and came from different 
parts of Pakistan. The cities in Pakistan choosen were Peshawar and Lahore and the 
unviersities choosen were business school and engineering university. In Sweden, we 
distributed questionnaires in Linköping university among economics, engineering and 
computer science students. 
 
Results and Discussions 
 
This chapter contain  the response received from consumers of two different countries 
i.e. Sweden (developed) and Pakistan (developing) countries. From the first question, 
we can see some some magnificiant difference between the perspective of conusmers 
of 2 countries. 80% of Swedes are aware of concept of green marketing while 70% of 
Pakistani consumers are unaware of it. That‟s is some thing really interesting and 
from it we can judge that it would be the situation in other developing and 
underdeveloped countries too. Here we can see that consumers of both the countries 
are concerened about environment. 82% Swedes are concerened towards 
environment, natural resources in comparison to 64% of Pakistani consumers. 12% 
and 8% are deeply concerned respectivelly while 28% Pakistani consumers are 
disconcern towards environment as compared to 6% Swedes. This question has been 
asked to see consumers preferences and intentions towards buying green products and 
services. 28% Swedes said yes as compared to 25% Pakistani. Its obvious from the 
graph that consumers of both countries are reluctant to buy green products and 
services because of less purchasing power. 54% of Swedes spend or would like to 
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spend 1-5% of their income to buy environmentally friendly products/services, 
compared to 25 Pakistanis. 17% Swedes showed interest on spending 6% or more 
while there was any Pakistani to pay more than 6%. Answering to affording, 72% 
Pakistanis responded that they can‟t afford to buy green producst while 23% Swedes 
responded the same. Being asked by spending time to buy green products, 36% 
Swedes would prefer to spend some time while searching for environmentally 
friendly products and 64% answered “No”. 21% Pakistanis would also spend time to 
search for eco-friendly productas as compared to 79% Pakistanis who will not spend 
time. This question was asked to see whether consumer will go to other shops, if the 
green product is not available in shop near to their home. 11% Swedes were quite 
positive about going out for shops even if they are away but 89% said no. Similary 
20% Pakistanis showed interest but 8% said no. By this questions, the authors (we) 
want to see that if an eco-friendly product is not available in one shop, whether 
consumers will go to other shops for its search? From Sweden, 11% Swedes replied 
that they would visit for other shops while 89% said no. There could be some 
variation in Pakistanis‟ responses where 20% agreed to go to other shops while 80% 
can not go. Regarding looking at the information or labels, 64 % Swedes read them 
some times, while 22 read them always and 14 % never look towards them. 
Amazingly 58% Pakistanis‟ don‟t  read any informaton over the products where they 
are green or made in green way. Only 17% do read them and 25% are those who read 
them some times. This question was asked to see consumers‟s preference to green 
products over their brand loyalty. In both countires, we can see consumers will go for 
unbanded products but green. The result shows that 47% Swedes will stick to brand 
while 53% will go for unbranded bt green products. Similarly in Pakistan, 41% 
consumers were found as brand loyal while 59% were quite optimistic about 
unbranded but green products. 40% of the Swedes were aware of carbon foot print as 
compared to 8% of Pakistanis. 60% Swedes and 92% Pakistanis were not about this 
phenomena. When conusmers in both countries were asked, where they would pay 
premium price for a green product/service if the conventional produt fulfill the same 
need in lower price. 27% Swedes were ready to pay premium price as compared to 
73% who would not go for that option. In Pakistan, only 5% were ready to pay extra 
for green product rather than 95% who will not go for it. The question was quite 
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important to ask consumers that how can they contribute to support green marketing 
and become green users. From Sweden, 21%  should intention that would spread the 
word green marketing, 50% will use products for longer time period and lowering 
general consumptions of goods/services. 79% would prefer to walk and bike instead 
of riding by car and bus. While 36% would buy green proucts and boycott unfriendly 
products to environment. 
From Pakistan, 61% responded that they can contribute to support green marketing by 
spreading the word green to creat awareness. 19% would use the product for longer 
time. 25% would prefer to bike and walk then riding  and 30% would buy green 
products and boycott unfriendly products.Last question was asked that which medium 
of information can help you to get the message of green marketing properly and 
effectively. From Sweden, 56% were in the favour of mass media like TV, radio, 
newspaper. 35% can get it properly from social media like facebook, twitter, orkut. 
25% through direct marketing like seminars, conferences etc. and 49% can be 
convinced through word of mouth. On the other hand in Pakistan, 55% were relying 
upon mass media. 23 % on social, 10% on direct marketing and 28% through word of 
mouth. 
Discussion  
It is assumed that that no institution or body alone can win and survive in business 
arena without the help of connected bodies. Mutual coordination and integration 
among bodies is important for survival and especially in the case of environmental 
concern which is a contemporary topic of discussion at global level. To achieve 
business goals firms also have to comply with national or international environmental 
thrives, as Grant (2007) said, today what is good for environment is also good for 
business. It is more like a win-win situation while satisfying consumers, companies, 
and governmental institutions needs while complying environmental objectives. The 
concept of green marketing/management underlies that products/services should be 
made and fulfil users‟ needs without any harm to environment, natural resources and 
living species. The three key stakeholders, companies, government and consumers if 
work mutually and with coordination, along with fulfilling their individual needs can 
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also help environment. The role of effective green marketing/management can bring 
positive measures in order to implement overall objectives of phenomenon in Pakistan 
and fulfil its purpose. Consequently, the objectives of green management can be 
achieved by strong integration of consumers with companies, companies with 
government and government with consumer. Moreover, in this research the 
phenomenon of green marketing is used for green management.   
 
Our empirical study showed that 70% of Pakistani consumers are unaware of the 
concept of green marketing/management. Main reason is that so far companies have 
not launched the awareness program yet properly and neither they produce and deliver 
environmentally friendly products. Since companies are the producers and demand 
creators, they should take the initiative of how to spread this word. In case of 
Pakistan, companies can do the following: 
 
Companies should first build their image as responsible and environmentally 
concerned organization and should have green marketing/management agenda in their 
vision and mission statements so that all employees and workers understand the 
message and guide line to work and develop products/services in eco-friendly manner. 
Similarly firms should train their employees and workers about how to work 
efficiently to reduce resource wastage and carbon emission. The entire business outfit 
should be a living example of corporate sustainability. This means that different 
departments should operate under sustainability concepts such that there is harmony 
in the business and the stake-holders in the business should know a firm green policy 
so that they also can adopt.  
 
Value chain network processes should follow green agenda. To inform consumers 
about how companies run their production process and deliver value, companies 
should show documentaries about their supply chain. Companies should restructure or 
rebuild their setup, supply chain process according to international standards and 
bring innovative technology. And their production should meet international 
organization for standardization (ISO) requirements. Once companies are fare, it‟s 
easy for consumers to trust them. Moreover, companies should try to avoid green 
Jan-June 2015,Vol 1, Issue 1, Journal of Management Research (JMR) 
 
19 
 
washing and false claiming and should set green products price according to 
consumers‟ purchasing power. 
 
In order to create awareness in general public of Pakistan, companies should run 
advertisement campaigns i.e. electronic as well as print and outdoor ads, with proper 
messages including its importance and consequences. This should be kept in mind 
that ads having a message with fun and emotional part can catch viewer‟s attention 
soon and can create interest. Our research showed that 55% of Pakistani viewers 
responded that they can get the message of green marketing/management effectively 
through mass media e.g. TV, radio, newspaper etc. Therefore companies should target 
the consumers mainly through channel of mass media. Viewers should be targeted 
mainly during prime time programs, especially during break in dramas, sports 
matches or 30 seconds before hourly news on TV channels. To create awareness and 
motivation, videos of natural disaster can be shown. Just like in May 2010, northern 
region of Pakistan namely Hunza is badly affected due to melting of glaciers and the 
rise in local lake level “Atta Abad” caused for 15,000 thousand people to evacuate 
and migrate from their villages. 
 
Celebrities proved to be role model for many people. In Pakistan, cricket players and 
TV actors are major influencing entities. Currently cable channels are showing more 
than 80 different channels and viewers switching them around during break. To catch 
viewer‟s attraction and not to switch channel, companies should hire celebrities in 
their ads. On one hand viewers will love to see their favourite celebrities and on the 
other hand message will also be conveyed to general public. In far flung where there 
is no access of television channels, radio Pakistan has 100% coverage over there. 
Companies can use that medium and can create awareness in consumers and its 
importance and motivate them to buy and use green products and importance.  
Moreover, transit advertisements .i.e. ads on busses, trains or other public vehicles 
can work as an important channel. Companies should use green messages on such 
vehicles with eye catching colours and message.  
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 From authors (we) experience in Pakistan, retailers also don‟t know about green 
products. Since retail outlets have an important role in value chain because they are 
in direct contact with customers and sell to them directly. Normally it has been 
observed that consumers do listen to retailers‟ words and they can change their 
buying decisions. Environmentally concerned companies should educate retailers, 
which will further promote green products to consumers during purchasing. Retailers 
should place the eco-friendly products in prominent place or give special place in 
shelves for exposure. Moreover, companies should try their best distribute green 
products to all markets and make it convenient for consumers to purchase.  
Green companies should use “green label” information on the product, to show that 
this product is green and differentiate it from other non-environmental friendly 
products. Just like Swedish products have label of “KRAV”, “I love eco” and 
“ekologisk” on green products.  To exercise dumping and recycling plastic and glass 
bottles, companies should offer pant on them. This can motivate consumers to dump 
recyclable stuff properly and will also get money for that. As for as marketing mix is 
concerned, Companies should change their conventional marketing mix in to green 
marketing mix and in service sector, 3 more Ps i.e. people, process and physical 
evidence should be used and should be  green also.  
 
Consumers are the ultimate users of any product or service. If they are aware 
properly, they can play an important role along government and companies. Pakistani 
consumers can play following active role. 
 
Result from our empirical finding showed that 80% of Swedish consumers were 
aware of concept of green marketing/management while 70% Pakistani consumers 
were unaware. It means that primary task is to create awareness in these consumers 
and then they can become effective green consumers. Companies can create this 
awareness through mass media channels mainly. Companies should arrange study 
seminars, conferences, events and other promotional material showing importance of 
green marketing/management and its consequences. A well informed consumer thus 
can spread this word further. Normally word of mouth can work better in this 
situation. An informed consumer can deliver the message of green 
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marketing/management, its importance to his/her peers, family and community and 
this chain can further create awareness among unaware people and ultimately 
consumers will be pursued to buy green products and services. Those consumers who 
don‟t have access to TV or other medium, word of mouth can work a more credible 
source for them. 
 
Though during our empirical findings, only 23% Pakistani consumers responded that 
social media like Facebook, Orkut, and Twitter can be good medium to get green 
marketing message properly. But the speed with which these social mediums are 
spreading, we would suggest that these are potential platforms. Active green 
consumers should make green marketing/management pages and invite friends and 
their friends to join those pages. This can also help in creating awareness and sharing 
ideas of how to become a green user.  
 
Government role in implementation and supporting green marketing/management 
can‟t be ignored. Currently government of Pakistan is facing other main issues like 
fighting against extremist, terrorism, poverty, power crisis and illiteracy.  Government 
is trying to fulfil general public basic needs like food, shelter, safety, which Maslow 
mentioned in his model. Government of Pakistan should take following steps for 
implementation of green marketing/management. 
 
 Normally companies promote their products but government should promote 
over all green marketing/management concept through different modes of 
media. The best channel will be mass media. Government should buy few 
slots in prime time where they can run their ads to create awareness about 
green marketing/management.  
 To work mutually and spread the word efficiently and effectively, government 
of Pakistan along with companies should arrange seminars, talk shows and 
conferences and encourage public to use green products and services. 
 In order to give relief to consumers, government has set up utility stores in 
different cities where one can find less expensive products in comparison to 
normal market rate. One of an important hurdle to buy green product/services 
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is to pay a premium price. According to our empirical findings, 95% of 
Pakistani consumers will not pay premium price to buy green 
products/services because of low income level.   
 Government should also subsidies energy efficient light bulbs i.e. “energy 
savers” and made a habit in general public to use. This initiative can also 
persuade companies to sell green products comparatively on lower price.  
 
 Government should have strict regulatory measures and make fine or cancel 
licenses of those companies who don‟t have proper sewerage system or 
polluting the environment and population.  
 Heavy auto vehicles release heavy emissions. Government should give them 
special route permit, charge high tax as compared to light vehicles and should 
set standard for them be eligible to run on road or not.  
 
 Pakistan is facing energy and power crisis these days. To run day to day 
activities, general public uses generators which needs petrol and natural gas 
and that further mount Co2 emissions. Industrial zones in cities like Lahore, 
Faisalabad, Peshawar has stopped functioning due to power crisis. This results 
in huge financial loss for Pakistan.  In order to meet energy crisis, run business 
machinery and save resources, government of Pakistan should take following 
steps to create green energy. 
 
1. Consider the natural reserves of Pakistan, it is self sufficient in water 
reservoirs but due to mismanaged system, it‟s having problem with electricity 
production and irrigating agricultural lands. Government should build two 
water dams namely Kala bagh dam and Bhasha dam immediately, which will 
not be used only for power generation but if properly designed can also 
irrigate agricultural lands which will save power used to run tube wells for 
irrigation purpose.  
2. Moreover, cities like Karachi and Gawadar has long coastal areas, where if 
government properly installs wind mills, can lighten these cities and save 
energy generated by power generators which ultimately use gasoline.  
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3. Pakistan enjoys sunny days almost 10 months a year on average. If solar plates 
are installed, they can generate quite good solar energy which can help 
Pakistan to meet energy crisis.  
 
4. Every year on 5th June, Earth day is observed everywhere to create awareness 
and reduce Co2 emissions (www.greenoptions.com). Government of Pakistan 
should also observe this day to create awareness among general public. On 
this day TV and radio channels should arrange special programs and convey 
messages to general public to become green users. Similarly for awareness, 
government officials should arrange marathons with general public to promote 
walking and cycling.  
5. Similarly some government official should run campaign towards 
environmental awareness as like Algore did.  As we saw from our empirical 
findings, the word green is still in early age in Pakistan. Education ministry 
should include green marketing/management as part of the course, special 
subject and discipline in school, colleges, and universities. This will further 
spread the word and general public will become more aware about its 
importance and their role towards environment. 
 
6. To reduce petroleum usage, government should encourage consumers to use 
public transport instead of using their own cars and motor bikes. This will also 
help in reducing carbon emissions. Government should charge nominal fares 
to encourage public. Public buses using diesel engines should be replace with 
CNG (compressed natural gas) kit especially in big cities. The addition of 
running biogas busses will be a plus point rather. These sustainable sources 
can really help in low carbon emissions. Government along with cycle 
manufacturing companies should offer cycles for low prices so to encourage 
public especially school, college and university going students to use it for 
shorter travel rather by using car, bus or motorbike. 
Concluding remarks and future research suggestion: 
More and more awareness among consumers of all age, gender, race and ethnicity is 
required. Companies also have to consider their ethical and moral role towards nature 
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and should develop and distribute product in accordance to green 
marketing/management criteria. Governmental bodies have to keep an eye on 
industries and along with companies, should address general public.  
 
Our research work is a contribution in the field of green marketing/management for 
Pakistan, because no such work had been done so far. This can help companies, 
consumers and government. But our study sample was only 100 and respondents were 
university students in Sweden and Pakistan. It is just reflecting students‟ views, not of 
entire nation or population and neither their buying patterns. A survey need to be 
made on a larger scale having a bigger sample which will result some really different 
results. 
 
For future research, we would suggest that researchers should focus on developing 
countries like India or China and should study their supply chains. Since these 
countries have population of 1.2 and 1.3 billion respectively and are the two among 
emerging triad.    
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Q1.  Are you aware of the concept of green marketing (ecological-friendly 
product/services)? 
Results from students in Sweden Results from students in Pakistan 
Yes 80 % Yes 16 % 
No 07 % No 17 % 
Maybe 13 % May be 14 % 
Q2. How much are you concerned about the environment? 
Concerened 82 % Concerened 64 % 
Deeply  concerened 12 % Deeply  concerened 08 % 
Disconcerened 06 % Disconcerened 28 % 
Q3.  Do you prefer to buy ecological-friendly products or services? 
Yes 28 % Yes 25 % 
No 09 % No 05 % 
Depends on my Preferences 09 % Depends on my Preferences 24 % 
Depends on my Income 54 % Depends on my Income 46 % 
Q4.  What percentage of your income do you spend/would like to spend on green 
products/services? 
1--------5 % 54 % 1--------5 % 25 % 
6 % or more 17 % 6 % or more 00 % 
least concerned 06 % least concerned 03 % 
I  cannot afford 23 % I  cannot afford 72 % 
Q5 Do you prefer to spend time to search ecological-friendly products/services while   
shopping? 
Yes 36 % Yes 21 % 
No 64 % No 79 % 
Q6. Will you search for green product/services, even if the store is away from your 
home? 
Yes 11 % Yes 20 % 
No 89 % No 80 % 
Q7.  In case of unavailability, will you visit other shops for green products? 
Yes 11 % Yes 20 % 
No 89 % No 80 % 
Q8. Do you read information or label on the product, whether the product is green or 
made in an ecological-friendly way? 
Yes 22 % Yes 17 % 
No 14 % No 58 % 
Sometime 64 % Sometime 25 % 
Q9. Which of the following would you choose during shopping? 
branded products but not green 47 % branded products but not 
green 
41% 
unbranded products but green 
(environmental friendly) 
53 % unbranded products but green 
(environmental friendly) 
59 % 
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Table 4.2 Views of Pakistani and Swedish Consumers Regarding Green Management 
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Q10.  Are you aware of carbon footprint? 
Results from students in Sweden Results from students in Pakistan 
Yes 40 % Yes 08 % 
Do not know about it 60 % Do not know about it 92 % 
Q11.  Will you go for green product/service, even if it cost you premium price than a 
conventional    product/service? 
Yes 27 % Yes 05 % 
No 73 % No 95 % 
Q12.How can you contribute to support green marketing (ecological-friendly 
product/services) and become a green user? (You can choose more than 1 option). 
spread the word green to 
create awareness 
21 % spread the word green to 
create awareness 
61 % 
use products for longer time & 
lowering general 
consumptions of 
goods/services 
50 % use products for longer time 
& lowering general 
consumptions of 
goods/services 
19 % 
prefer walking and cycling 
instead of traveling by car and 
bus 
79 % prefer walking and cycling 
instead of traveling by car and 
bus 
25 % 
buy green products and 
boycott unfriendly 
products/services to 
environment 
36 % buy green products and 
boycott unfriendly 
products/services to 
environment 
30 % 
Q 14.  Which medium of information can help you to get the green marketing message 
properly? (You can choose more than 1 option). 
ordinary mass media (TV, 
Newspaper, radio, broachers 
etc) 
56 % ordinary mass media (TV, 
Newspaper, radio, broachers 
etc) 
55 % 
internet and Social Media 
(facebook, youtube, orkut) 
35 % internet and Social Media 
(facebook, youtube, orkut) 
23 % 
direct marketing (seminars, 
conferences, lectures) 
25 % direct marketing (seminars, 
conferences, lectures) 
10 % 
word of mouth 49  % word of mouth 28 % 
